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Electronic commerce via the Internet offers a new 
paradigm for doing business. Hence, the creation and 
development of its content is not a one-time effort. The fast 
speed of technological innovation in the web site design 
and the increasing competitiveness of the medium require 
all marketers to continually enhance their web sites. This 
paper is about the effectiveness of the local women web 
sites. It aims to study the online strategies being used by 
Malaysian women-related web sites in order to get involved 
with the new type of offerings and transactions over the 
Net. It also aims to study the pattern of different companies 
whether they achieved the same performance for their E-
Commerce. The survey was adapted from Bell and Tang 
(1998) in order to evaluate the online activities. Results 
show that some sectors scored higher in certain aspects 
while some other sectors scored lower. Furthermore, there 
are companies that still lacked in certain aspects and need 
improvement. Overall, companies are trying their best to 





The letter ‘e’ seems to have become a more popular 
prefix to all aspects of today’s life, for example, e-
commerce, e-banking, e-marketing, e-government, e-
shopping, e-consumer, e-book and e-card (to name a 
few). But most of the attention is given to e-
commerce as it is broader and has emerged rapidly. 
 
Electronic commerce offers a new paradigm for 
doing business. It is not a new concept, though, since 
the first introduction of this concept has begun with 
Electronic Data Interchange (EDI). E-Commerce is 
somewhat the cutting edge for companies in doing 
business today. Based on a report by Organisation for 
Economic Co-operation and Development (OECD)’s 
web site 
(http://www.oecd.org/dsti/sti/it/ec/prod/e_97-
185.pdf), E-Commerce can be defined as : 
 
“Electronic commerce is about doing business 
electronically. It is based on the electronic processing 
and transmission of data, including text, sound and 
video. It encompasses many diverse activities 
including electronic trading of goods, and services, 
online delivery of digital content, electronic fund 
transfers, electronic share trading, electronic bills, 
commercial auctions, collaborative design and 
engineering, online sourcing, public procurement, 
direct consumer marketing and after-sales services. It 
involves both products (e.g. consumer goods, 
specialized medical equipment) and services (e.g. 
information services, financial and legal services); 
traditional activities (e.g. healthcare, education) and 
new activities (e.g. virtual malls).”   
  
The purpose of this study is to identify what women-
related companies in different business sectors are 
currently making use of the Internet. The aim is to 
develop a broad overview of how companies, across 
five different industry sectors, are using the Internet 
as a competitive business tool to conduct their day-to-
day operations and transactions. Five specific 
industry sectors related to women interest have been 







Two companies from each sector were selected, 
making a total sample size of 10 companies. The 
survey consists of a questionnaire, adapted from Bell 
and Tang (1998), and conducted fully online to 
evaluate the web sites of the companies in the survey 
sample from the user’s point of view. The 
questionnaire provides an insight into how well the 
companies and sectors are using the web site to 
present themselves, and how successfully they are 
exploiting the Net opportunities.  
 
More women are getting online and play an important 
role in exploiting E-Commerce. They see E-
Commerce as a tool which can benefit them in 
managing their daily lives. A study titled “Internet 
Usage Behaviour” conducted by Millward Brown 
Intelliquest reported that 33% of women in the US go 
online to research products and services before 
buying offline 
(http://www.matrade.gov.my/ecommerce/news-
archive/ecom-7.htm). Furthermore, 78% use the 
Internet for product information before making a 
purchase. Another study by Cyber Dialogue found 
that women especially mothers use the Internet to 
source for answers they need to care for their 
families. 85% of the women surveyed said the web 
helped them to simplify their lives while 90% said it 
was a time saving tool. The survey also indicated that 
88% of women are relying more on the web for 
parental guidance and ideas 
(http://www.matrade.gov.my/ecommerce/news-
archive/ecom-7.htm). Therefore, this study tries to 
find how women-related web sites from various 
sectors would help women in their online buying 
process.   
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2.0 ELECTRONIC COMMERCE IN 
MALAYSIA 
 
The evolution of Internet technology and the demand 
in a more competitive business approach make 
Electronic Commerce emerged rapidly. Malaysia, as 
other countries in the world, has taken part in this 
electronic business as it promises more benefits and 
opportunities. The government of Malaysia has taken 
many initiatives to promote the ‘e’ application 
throughout the nation, under MSC flagship, including 
E-Commerce, E-Public Services, E-Government and 
other ‘e’ prefix to transform its society to the 
knowledge society. In the 8th Malaysian Plan, 
Electronic Commerce was specifically mentioned for 
the first time (Morni Hayati, 2003). E-Commerce is 
recognized as an important agenda for Malaysia to 
start moving into the new economy and as a new way 
to do business through the digital network. E-
Commerce growing rapidly in Malaysia from 
US$384 million to US$9.4 billion in 2005 (Morni 
Hayati, 2003). Besides that, 2.07 million people in 
Malaysia having Internet access at the end of 2000. 
The number has increased of 1.5 million since 1998. 
 
International Data Corporation (IDC) reported that 
the number of Malaysian Internet users is expected to 
increase to more than 3 million in 2001 and 6 million 
by 2005 
(http://www.matrade.gov.my/ecommerce/news-
archive/ecom-7.htm). In 2000, there were about 2 
million Internet users in Malaysia. 68% of Malaysia’s 
online population is male and 84.7% of users are 
between ages of 19 and 34. Malaysian B2B revenues 
are expected to reach US$3.9 billion (RM14.8 billion 
in 2005 – from US$11.7 million (RM44.5 million) in 
2000. According to IDC, total Malaysian e-commerce 
revenue was US$383.5 million (RM1.5 billion) in 
year 2000 – making up 16% of total Asian e-
commerce revenues of US$2.4 billion (RM9.1 
billion). 
 
3.0 BENEFITS AND IMPACTS OF 
ELECTRONIC COMMERCE 
 
Electronic Commerce promises many benefits to 
merchants and companies who exploit the facilities it 
offered. EC increases sales, productivity, distribution 
and gain customer’s attention and satisfaction as well 
as provided ease and usefulness (Norsiah, 2001). In 
contrast, EC manages to reduce operating and 
maintenance costs, inventories, lead times and also 
errors and mistakes. EC offers many opportunities to 
suppliers and benefits to consumers as shown in 
Table 1: 
 
Supplier Opportunity Consumer Benefits 
Global presence Global choice 
Improved competitiveness Quality of service (QoS) 
Mass customization Personalized products and services 
Shorten supply chains Rapid response to needs 
Cost savings Substantial price reductions 
Novel business opportunities New products and services 
Source: Electronic commerce: An introduction. 
Table 1: Electronic Commerce and Consumer/Supplier Benefits 
  
Global Presence/ Global Choice 
E- Commerce offers suppliers to achieve the global 
marketplace regardless of distance and time zones but 
can still be customized to individual or company 
requirements, preferences, cultures and languages. 
The global choice allows customers to make a 
selection from various potential suppliers of required 
products or services. Some companies view this 
global presence as an advantage but others may 
consider it as a threat due to global competition. The 
ability for global existence enabled even the smallest 
company to achieve the global audience because 
Internet can reach almost area of the world. But this 
needs to be stressed that not all sectors suitable for 
global presence. For instance, bookstore and 
computer sector are essential for international market, 
while grocery and bank are sectors that only suitable 
for local audience. 
 
Improved Competitiveness/ Quality of Services 
(QoS) 
Web offers a good competition to suppliers because 
they need to be updated with the technology and 
current market in order to survive on the Net. But this 
new competitive paradigm of course improved their 
quality of services to customers as they will strive to 
offer better level of pre- and post –sales and services, 
thus improve relationship with current and potential 
customers. 
 
Mass Customization/Personalized Products and 
Services. 
Mass customization is a very important benefit but 
often overlooked. Many companies have exploited 
the Web to offer personalized products and service to 
their customers in order to improve their web sites 
features. E- Commerce allows a lot of information to 
be gathered from customers. This information can be 
processed very quickly as it is already in an electronic 
form enabling suppliers to provide goods and services 
that cater specifically to the customer’s needs. This 
allow for specialized products and services to be 
offered at mass market prices. 
 
Shorten or Eradicate Supply Chains/ Rapid 
Respond to Needs 
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E-Commerce does not contribute direct distribution 
feasibility. Rather, E-Commerce makes it practical in 
terms of both cost and time delays, shortening or 
eradicating supply chains. Goods my be sent or 
shopped directly from supplier to the end-customer, 
by-passing the traditional staging posts of 
wholesaler’s warehouse, retailer’s warehouse and 
retailer outlet. Costumers can have the chance to 
rapidly obtain the required products. 
 
Cost Saving/Price Reductions 
Since E-Commerce simplifies the complex process of 
conducting local business worldwide, it is by 
reducing the transaction and setting-up costs. 
Consequently, it reduces the prince offered to 
customers. 
 
Novel Business Opportunities/New Products and 
Services 
E-Commerce enables different business sectors to 
grab many novel opportunities and reach its dispersed 
clientele worldwide and in contrary, offers customers 
a huge choice of new product and services. 
 
However, facts and figures are not the determinant 
factors in ensuring the success of online trading. Not 
all E-Commerce companies can survive. 
Webmergers.com stated that at least 232 e- commerce 
companies have gone out of business since January 
2000 (http://www.freep.com/money/business/etail22-
20010622.htm). One of the reasons for the failure is 
the financial problem as they invested too much on 
high profile and expensive marketing. Other reason is 
they didn’t have a cost-effective plan for delivering 
goods. 
 
4.0 METHODOLOGY  
 
The questionnaire consists of ten questions in total, in 
which eight questions are rated on a five-point scale 
and the other two questions required a simple yes/no 
answer. Questions 1 to 6 relate to the general 
presentation of the web site, including the ease of 
access, content, graphics, structure, user friendliness, 
and navigation. Meanwhile, questions 7 to 10 relate 
to the usefulness of the web site, from both the user’s 
perspective (7 and 8) and the company’s perspective 
(9 to 10). The ten questions can be referred in 




Company Name Uniform Resource Locator (URL) Industry 
Category 
1 Bamboo Green Florist http://www.bambooflorist.com.my Florist 
2 Flowers.com http://www.flowers.com.my Florist 
3 Fragrance.com http://www.fragrance.com.my Fragrance 
4 Fragranceonline.com http://www.fragranceonline.com.my Fragrance 
5 Surfwedding.com http://www.surfwedding.com.my Wedding 
6 Wed.com http://www.wed.com.my Wedding 
7 Zakiah’s Cyber Cakes and Cookies http://www.kuihraya.cjb.net Bakery 
8 Intisari Bakery Sdn. Bhd. http://www.intisari.com.my Bakery 
9 Royal Selangor http://www.royalselangor.com Gifts  
10 Surf Pewter http://www.surfpewter.com Gifts 
Table 2: Survey Sample 
 
The companies in this survey sample were selected 
randomly from several sources, including Internet 
directories (such as malaysiandirectory.com, 
cari.com.my and google.com.my), newspaper articles 
and as a result of “surfing” the Internet. The online 
survey was conducted over a four-week period from 
26 September to 23 October 2004. Three users were 
selected to participate in this study, all of them are 
university graduates, between the age of 24 and 32, 
and use the Internet on average four hours per week. 
The study was conducted online between the hours of 
9.00 am and 12.00 noon. 
 
Analysis of Result 
Based on the study by Bell and Tang (1998), the 
researcher analyzed the data by considering three 
different perspectives. First, results from the survey 
as a whole. It averages the results across all industry 
sectors to establish a benchmark level of 
performance. This is done to look at which aspects of 
web sites are the strongest and weakest features, and 
can identify current trends. Second, the researcher 
analyzed sector by sector to identify what types of 
company are most successful at creating a presence 
on the web. The last perspective is to consider the 
performance of individual companies whether any 
particular company stands out from the rest. 
 
Results across all sectors 
From these results, we see that the highest score is the 
ease of access to web site (Question 1) with an 
average score of 4.9. The second highest score is 
Question 8 which indicates that most companies 
provide unique features. Meanwhile, the companies 
also scored higher in content and user friendliness 
(4.7). Overall, the survey shows that companies 
achieved high score in all aspects except for the 
structure and navigation parts. The results also show 
an interesting fact where 70% of the companies 
involved in online transactions and only few did not 
provide the feature. Furthermore, all companies did 
not charge users for accessing their web sites. 
 




Question 1 2 3 4 5 6 7 8 9 (%) 10 (%) 
Average 
Score 
4.9 4.7 4.6 4.0 4.7 4.1 4.8 4.6 70 0 
Table 3: Average question score 
 
The overall picture revealed by these results support 
the findings by Bell and Tang (1998) that companies 
in general have mastered the basics of setting up a 
web site, and that they paid attention to various 
aspects of web site design especially content and user 
friendliness. Most of the companies have established 
their web unique features to attract users to their web 
sites. However, some of them need to pay attention in 
designing structure and navigation. This study also 
confirms the general opinion that online business is 
expanding especially in Malaysia where we found 
that 70% companies provide online transactions. 
Finally, we note that all companies are not charging 
users to access their web sites. This is a normal 
scenario as companies did not consider user revenue 
as an appropriate business model. 
 
Sector by sector analysis 
The sector by sector analysis is shown in Table 4. 
This analysis presents the result on how different 
industry sectors are represented on the Web. Overall, 
it is the Florist industry that leads others in this 
survey with an average score of 4.81. The second 
sector which scores higher is Gifts with an average 
score of 4.75. Fragrance ranks the third place at 4.63, 
while the Wedding sector at fourth with 4.44. The 
Bakery sector is in the last place, but with an overall 
score of 4.13, it is not far behind the others. 
 
Question Sector 
1 2 3 4 5 6 7 8 9(%) 10(%) 
Average 
Score 
Florist 5 5 5 4.5 5 4.5 5 4.5 100 0 4.81 
Fragrance 5 4.5 4.5 4 4.5 4.5 5 5 100 0 4.63 
Wedding 5 5 4 3.5 4.5 4 5 4.5 0 0 4.44 
Bakery 4.5 4 4.5 4 4.5 3 4 4.5 50 0 4.13 
Gifts 5 5 5 4 5 4.5 5 4.5 100 0 4.75 
Average 
Score 
4.9 4.7 4.6 4 4.7 4.1 4.8 4.6 70 0 4.55 
Table 4: Sector scores 
 
We now look at each sector individually: 
• Florist. The online florists scored particularly 
well in ease of access, content, graphics, user 
friendliness and usefulness, with the total score 
of 5. Thus, it is obvious that these companies are 
trying to attract customers by providing the 
attractive graphics and as many options as 
possible. The sites are also identified as 
structured, provide helpful navigation and have 
some unique features, with the total score of 4.5. 
It is also interesting that companies in this sector 
provide online transactions and did not charge 
the users to access their web sites. 
• Fragrance. The fragrance companies scored an 
average of 5 point in ease of access to the web 
site, usefulness and provide some unique 
features. But, they scored less in content, 
graphics, user friendliness and navigation, with 
the average of 4.5. They also lack in structure 
and only scored 4 for it. Furthermore, like Florist 
sector, Fragrance also provide online transactions 
and users who use the web site will not be 
charged. 
• Wedding. The online wedding companies get 
highest point in ease of access to the web site, 
content and usefulness with the average of 5 
point. But they are still lacking in user 
friendliness and unique features with the score of 
4.5. Furthermore, the wedding sector also has to 
give attention to graphics and navigation as it 
only scored an average of 4 and the structure 
only scored 3.5. It is also noted that wedding 
sector prefer offline transactions, most probably 
they need to attend to every single customer and 
provide customization. Wedding also did not 
charge users to access the web sites.  
• Bakery. Compared to other sectors, Bakery 
scored less higher in ease of access to the web 
sites, graphics, user friendliness and unique 
features, with the score of 4.5. In addition, with 
the score of 4, much need to be improved in 
providing content, structure and usefulness. The 
sector scored poorly in navigation with an 
average of only 3 point. It is also interesting that 
half of the companies provide online transactions 
and they did not charge the users to use the web 
sites. 
• Gifts. The highest score of 5 point is achieved in 
ease of access to the web sites, content, graphics, 
user friendliness and usefulness. In most other 
areas, the site scores were maintained higher in 
navigation and provide some unique features, 
with the average score of 4.5 point. The lowest 
score for this sector is structure with 4 point. All 
web sites enabled online transactions to take 
place and were free to visitors.  
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Individual company results 
Bell and Tang (1998) suggested that it is useful to 
look at some of the individual web sites to see how 
they perform on the Internet. For this survey, we will 
look at some web sites, particularly those that 




1 2 3 4 5 6 7 8 9 10 
Average 
Score 
Bamboo Green Florist 
(www.bambooflorist.com.my) 
5 5 5 5 5 4 5 4 Y N 4.75 
Flowers.com 
(www.flowers.com.my) 
5 5 5 4 5 5 5 5 Y N 4.88 










5 5 5 4 5 5 5 5 Y N 4.88 
Fragranceonline.com 
(www.fragranceonline.com. my) 
5 4 4 4 4 4 5 5 Y N 4.38 














5 5 3 3 5 4 5 4 N N 4.25 
Sector average 5 5 4 3.5 4.5 4 5 4.5 0% 0% 4.44 
 
Question Bakery 
1 2 3 4 5 6 7 8 9 10 
Average 
Score 
Zakiah’s Cyber Cakes & Cookies 
(www.kuihraya.cjb.net)  
4 4 4 3 4 3 4 4 Y N 3.75 
Intisari Bakery Sdn. Bhd. 
(www.intisari.com.my)  
5 4 5 5 5 3 4 5 N N 4.5 










5 5 5 4 5 5 5 4 Y N 4.75 
Surfpewter 
(www.surfpewter.com) 
5 5 5 4 5 4 5 5 Y N 4.75 




From the table above, it is clear that the highest 
achiever is shared by Flowers.com and 
Fragrance.com with an overall score of 4.88. Both 
companies are only lacking in structure, but scored 
high point in all other aspects. They also enabled 
online transactions and did not charge the users to use 
the web sites. Flower.com provides option to other 
products recommendation which can be considered as 
unique compared to other web sites, while 
Fragrance.com gives option to customers to shop by 
price or by brand. The lowest achiever is Zakiah’s 
Cyber Cakes and Cookies with an overall score of 
3.75. It is clear that the web site needs more 
improvement especially in structure and navigation, 
while other aspects also can be improved, including 
content and graphics.  
 
5.0 DISCUSSION AND CONCLUSION 
 
This survey found that 70% of companies provide 
facilities for conducting transactions online. 
Furthermore, all companies decided to provide all 
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information on the web sites for free. Overall, the 
web sites in this survey rated highly in terms of ease 
of access to the web sites, content, graphics, user 
friendliness and usefulness, but scored quite poorly in 
structure, navigation and unique features. Of the five 
sectors surveyed (florist, fragrance, wedding, bakery 
and gifts), it was the florist that showed the best 
overall performance, closely followed by gifts and 
fragrance. The worst performing sector in this survey 
was bakery. 
 
The best individual web site is shared by 
Flowers.com and Fragrance.com while the second 
place is shared by both gifts web site, Royal Selangor 
and Surfpewter.com. The worst web site in this 
survey is Zakiah’s Cyber Cakes and Cookies. Even 
though the web site cannot achieved a good 
performance, but the initiatives to offer products 
online by this small company should be given a 
praise. Furthermore, all companies have given their 
best in ensuring the web sites as informative and 
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